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ABSTRACT 
The objective of this project was to formulate a marketing 
strategy for the home video game product. A market analysis was 
conducted in order to develop a thorough understanding of the 
product before recommending an appropriate marketing strategy. 
The market analysis consisted of two parts -- a study of the 
microenvironment and a macroenvironmental analysis. The 
microenvironment included analysis of the company, marketing 
intermediaries, consumer, competitors and other publics. Since 
the consumer is a critical part in formulating a marketing 
strategy, an in-depth exploration of the opinions of customers 
was conducted. Macroenvironments study included demographic, 
economic, technological and political environments. Subsequent 
to macro- and microenvironmental analysis, a marketing strategy 
is recommended in the final chapter. 
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Nowadays most of the youth will perceive a video game 
machine as an essential entertainment. That is a tool 七hat 
they use to kill their time; communicate with their 
friends; gain their satisfaction beside homework； and 
escape from the heavy pressure from study. Seeing the 
growing popularity of the home video game product, the 
market potential of the product cannot be neglected. The 
objective of the project is to try to develop a marketing 
strategy for the home video game product. It will be 
started with a market analysis of 七he video game product. 
Then an analysis of the alternative evaluation of customers 
in buying the product will be done. Finally, a marketing 
strategy is suggested which integrates the analysis of the 





Before a de七ailed market analysis is conducted, the 
product must be defined first. In this project, it 
includes both the game console and game cartridge of the 
home video game. Since both the hardware and software are 
complimentary in attracting customers to buy the product, 
both will be explored in the project. 
Analytical Framework 
The market analysis is intended to investigate the 
current market situation such that the factors for success 
in the home video game product can be clearly understood. 
Furthermore, the understanding of the current market will 
also be helpful in identifying and exploiting the market 
opportunities• 
The analysis of the market can be divided iivto 七wo 
m a j o r a s p e c t s , namely, m i c r o e n v i r o n m e n t and 
macroenvironment. (Kotler, 1991) The microenvironment 
refers to the company's immediate environment that affects 
the operation of the company in the market while the 
macroenvironment refers to the grand societal forces. In 
3 
order to have a sharp analysis, a focus is needed. Even 
though there are different brands of home video game 
products in the market, Super Famicora of Nintendo is the 
current market leader. The company of Nintendo has also 
demonstrated as a successful example in the home video game 




As Nintendo is a successful company in the video game 
market, it will be the focus of the company analysis. 
Since the introduction of the Family Computer (Famicom), 
the 8-bit video game machine of Nintendo, or known as 
Nintendo Entertainment System (NES) in Japan, Nintendo has 
demonstrated a great success in the video game industry. 
Even though there is a down adjustment of 11.2% sales 
forecast, which amounts to only to 500 billion Yen (4.8 
billion US dollars), excluding banks, the company still 
ranks third in profits among public traded companies in 
Japan in fiscal year 1992. The profitability is well above 
the giant consumer electronics company, Matsushita.^ 
Additionally, the global penetration rate of NES is high. 
It is estimated that 1 in every 4 households in US and 1 in 
i"Fade to Black: Is Nintendo's Mega-Success About to 
Peak.” Tokyo Business Today 61(5) (May, 1993): 36. 
» • 
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every 3 households in Japan have a NES.^ In the US only, 
it is estimated that there are over 30 million NES in US.3 
The success of Nintendo is not due to luck. There are 
several reasons which contribute to the success of the 
company: 
Good financial and distribution foundations 
The traditional business in producing playing cards is 
very profitable. This has lay down a good financial 
foundation which enables Nintendo in trying to develop the 
business in a great variety. This attempt has indirectly 
contributed to the success of development in video games. 
In addition, the traditional business in playing cards also 
enables Nintendo have a good relationship and control over 
the distribution network in Japan. In fact, Nintendo has 
a solid control over the Shoshin-kai, an association of 7 0 
toy wholesalers that can isolate any firm working to 
undercut Nintendo. Consequently, the control over the 
distribution network facilitates the domination of Nintendo 
video games in Japan. 
Innovative corporate culture 
Apart from the traditional business of playing cards, 
Nintendo has long been trying to develop different kinds of 
business such as food, disco and laser clay. This kind of 
^"Technology in Japan: Multimedia Mania.” Far Eastern 
Economic Review 154(51) (19 December 1991):37-41. 
3"why Nintendo Rules." Fortune. 127(11) (31 May 
1993):101. 
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entrepreneurship makes Nintendo not satisfy only with the 
traditional business and motivate the whole company in 
producing a kind of game which is interesting and with a 
reasonable price, i.e. video games. 
Official licensing system 
Nintendo has adopted a strategy in developing 
affiliation with powerful outside software companies. 
These software companies are limited to produce a fixed no. 
of titles of software each year -- five for 8-bit machines 
and 15 for 16-bit machines. This limited title policy 
ensures the software companies producing the best software. 
Moreover, Nintendo requires the software companies to be 
consigned the production of software to Nintendo itself 
only. Then Nintendo will sell back the manufactured 
software to the software companies at a price of 2600 Yen, 
in which is about 1000 Yen is the mark-up from the 1600 Yen 
production cost. The convention wisdom shows that about 
50% of Nintendo's operation profits are from this 
consignment system. 
Software development orientation 
Having learnt from the failure experience of Atari 
video games, Nintendo knows that the success of video games 
will rest on the quality of software. Furthermore, 
Nintendo knows that the development potential of hardware 
is limited; but there will be no limit in the development 
of the software market as long as software of good quality 
6 
is produced. Therefore, Nintendo even sacrifices profit on 
hardware in order to make more sales on software. Industry 
Analysts estimate that the profit of Nintendo from software 
will be around 70% of the total profit. Additionally, the 
control from the official licensing system and consignment 
for production system places a strict control on the 
quality of the software. And the official licensing system 
has made the software companies dare not to produce 
software for other companies because they know that the 
logo of Nintendo is profit guarantee. To improve 七 he 
quality of the software, although it sounds crazy, Nintendo 
even use "game counsellors" to help produce games with a 
better integration with the American Culture/ 
Strong emphasis on R&D 
Though the President, Hiroshi Yamauchi, likes to 
intervene the administration of the company, he never 
intervenes 七he R&D of 七he company because he knows that 
sufficient freedom must be allocated to develop a software 
of good quality. In the company, R&D is the most 
influential department and the competition between the 
software engineers is very keen. This emphasis on the 
importance and competition in R&D has made Nintendo a 
success in creating famous games such as Donkey Kong, Super 
Mario Bros, Street Fighter 工工 and Dragon Quest. 
Having gone through the several factors for the 




success of Nintendo, it can be seen that the success of the 
video game product depends much on certain characteristics 
of the corporate culture of the company. If the success of 
the company is wanted to sustain, these characteristics 
must be maintained. 
Marketing intermediaries 
Global Position of the Hong Kong Market 
Nowadays,.the world video game market is dominated by 
Nintendo and Sega. They expect a worldwide shipments of 
880 billion Yen in the financial year 92/93. Amongst the 
different areas or countries, USA is still the biggest 
market which has a share of about 50%; then followed by 
Japan with a 30% share; finally to Europe which has a share 
of 15%.5 From the figures, it can be calculated that the 
Asian market apart from Japan only contributes to about 5% 
of the market share. The situation is due to the lack of 
adequate protection of intellectual property such that 
widespread copying and distribution of counterfeit game 
cartridges are easily found in the Asian region. Hong 
Kong, as part of the Asian region, shares the same 
characteristics as other Asian countries in producing and 
circulating counterfeit products as well as copying game 
software. As a result, Nintendo and Sega do not emphasize 
much in the Hong Kong market. There is no special effort 
^"Dream Machines.“ Far Eastern Economic Review 155(51-
51) (24-31 December 1992):66. 
• • 
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for the companies to develop the Hong Kong market by any 
marketing means. 
Distribution channel in Hong Kong 
In Hong Kong, there are two main distribution channels 
for the home video game product, namely, the official 
channel and the unofficial channel. The official channel 
refers to the way by which the headquarters of the video 
game company distributes the product to the customers 
through one or more than one official agents in Hong Kong. 
The unofficial channel is the situation in which the 
product is distributed to the customers by means of direct 
import from some Japanese distributors. The two channels 
can be summarized by the following figure: 
Official Channel . . 
Headquarters of the video game company in Japan一一>Officia丄 
Agent (s) in Hong K o n g ~ > R e t a i l O u t l e t s — C u s t o m e r s 
Unofficial Channel 
Distributors in Japan—一〉Large wholesalers in Hong K o n g — > 
Retail Outlets-->Custoiners 
Though there is a difference in the views towards the 
quality of the products through different channels, someone 
thinks that the official one is better due to a guarantee 
from the official agent while others think that the 
unofficial one is better in light of the higher quality 
demand from the local Japanese customers. In fact, the 
quality of the products through different channels are 
basically the same. The main differences are in the post-
sale maintenance service and price. In the case of product 
through the official channel, the price is a little bit 
9 
higher which is about a few ten dollars above the 
unofficial products. With respect to the post-sale 
maintenance service, the maintenance service of the 
official product is provided by the official agent(s) in 
Hong Kong while the unofficial product service is provided 
by the shop itself. The comparison can be summarized by 
the following table (Table 2.1): 
TABLE 2.1 
COMPARISON BETWEEN OFFICIAL CHANNEL AND UNOFFICIAL CHANNEL 
Official Unofficial 
Channel Channel 
Distribution By the official By importing 
agent(s) to Hong directly from 
Kong customers Japanese 
distributors 
Price A little bit A little bit 
higher lower 
Post-sale Provided by the Provided by the 
Maintenance official agent(s) retailers 
Service in Hong Kong themselves 
Quality Basically the same Basically the 
same 
The roles of intermediaries in different levels of the 
distribution channels are further elaborated as follows: 
Official Agent 
The official agent is the official representative of 
the home video game product manufacturing company in Hong 
Kong. It has the exclusive right to directly import the 
product from the headquarters of the company in Japan with 
an extremely favourable price. The current price provided 
to the official agent is about six hundred something Hong 
Kong Dollar for a Super Famicom. Comparing with the nearly 
• • 
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nine hundred something wholesaling price, there is about 
three hundred dollars profit. Therefore, the profit margin 
is about 40 to 50% for the official agent. In return, the 
official agent should handle the post-sale maintenance 
service for the video game company. Moreover, the agent 
should take up the responsibility in protecting the 
intellectual property of 七he company and promote 七he home 
video game product on behalf of the company. Besides, the 
agent should have a firm commitment in ordering certain 
quantity of the home video game product from the company. 
Though there is a high profit margin for the hardware 
of the home video game product, the accumulation in 
inventory cost from the part of software, the great 
responsibility in post-sale service and other 
responsibilities should not be neglected. Consequently, 
only a high volume of sales can justify the take-up of 
responsibility as an official agent. In Hong Kong, only 
the high volume of Nintendo can satisfy this condition. 
Other home video game products such as Sega cannot fulfil 
this condition such that no official agent can be found in 
Hong Kong. The companies such as Success Company and Jade 
Company which originally act as the official agents of Sega 
have already given up such right with insufficient sales 
volume justified to do so.6 
Wholesalers in the unofficial channel 
Basically, there is no commitment to retail outlets 
and Japanese distributors from the wholesalers in the 
6see appendix 1 for details. 
• • 
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unofficial channel. The post-sale service for the retail 
outlets is minimal such that only products which are out of 
order when delivery is made can be exchanged. In addition, 
there is no commitment to the Japanese distributor to 
guarantee any amount of sales in ordering the home video 
game product. Currently, these distributors include 
Success Company, Jade Company and Gaines T o w n : 
Retail Outlets 
The retail outlet is the most immediate body contacted 
by customers throughout 七he distribution channel. They 
sell the video game product to the customers at the retail 
price. Currently, the retail outlets in Hong Kong are 
mostly in the form of small shops in different shopping 
arcades. The situation is different from that in a few 
years ago. At that time, the home video game product was 
mainly distributed through three channels, toy sections of 
Japanese department stores, the Golden Shopping Arcade in 
Sham Shui Po, and retail toy shops/ The change is due to 
the small entrance barrier to the retail sector and 
perceived prosperity of the home video game product market. 
The initial relatively small amount of capital investment 
about one to two hundred thousand dollar; few special 
skills required/ little inventory stock; and easy 
accessibility to wholesaling channels and official agents 
make the start-up of this kind of business is very easy. 
•See appendix 1 for details. 
^Tsang, Yat—fai, "A Study of Game Console Market in 
Hong Kong" (MBA Project Report, the Chinese University of 
Hong Kong, 1991), p. 18. 
• 啡 
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Additionally, most people think that the popularity of 
video games among youth can bring enormous wealth from the 
business. All these factors lead to mushrooming in small 
retail outlets of the home video game product. However, 
this phenomena is not a fruitful one because the increasing 
number of retail outlets has made the competition at the 
retail level more keen, which in turn triggers price 
competition that decreases the profit margin of the 
product. Currently, a cut-throat competition has been 
found in some of the retail outlets and the prospect of the 
whole market would be pessimistic. 
In order to have a clearer understanding of the 
competition, the business operation of a small retail 
outlet is analyzed as follows: 
Hardware 
This refers to the sale of game console. Owing to price 
competition among retail outlets and a high mark-up from 
the official agent or wholesalers, the profit margin of the 
game console is continuously decreasing. Take Super 
Famicom as an example -- the price dropped from initially 
about $1,4 00 to now about $1,000. Since the wholesale 
price is about $970, the profit from the sale of a Super 
Famicom is only about $30. Worst of all, this $30 profit 
also includes the cost of a transformer which costs about 
$ 1 5 . Therefore, the resultant profit from the sale is only 
about $15, which makes the final profit margin is only 
about 1.5%1 The prospect may become more pessimistic when 





The Software part can be further divided into two parts, 
game cartridge and diskette. 
Game cartridge 
With the evolvement of Doctor, a disk drive machine 
which can copy the game software into diskette, the 
sale of game cartridge drops drastically because of 
the price differentiation. Since the price of copying 
a game into diskette can be as low as $3, which has 
included the price of the diskette holding the 
software. Comparing with the price of $300 to $500 in 
buying an original cartridge, it seems impossible for 
any consumer to select buying an original game 
cartridge as long as there is no difference between 
the software contained in a game cartridge and a 
diskette. Consequently, the sale of game cartridge 
drops drastically and becomes an unprofitable part in 
the retail business. 
Game Diskette 
Now game diskette is the mainstream media in software 
utilization in game console because of the extremely 
low price when comparing with the game cartridge. 
Even though the initial investment in buying a Doctor 
is relatively a great amount of money, it is still 
worth when the long term cost saving issue is 
considered. Initially, the price of copying a game is 
‘ about $30• However, as more and more retailers enter 
• • 
14 
the competition in copying games, the price has 
dropped drastically to as low as $3. This greatly 
decreases the profit margin such that game copying can 
no longer be a profitable business for retail outlets. 
Additionally, game copying involves a legal issue in 
the infringement of the copyright of software. In 
view of this legal cost, the retail outlets will 
consider if it is worth to do so or not. However, 
since the profit margin of the game console and 
cartridge is so low, the practice remains attractive. 
Accessory & Magazines 
This category of products is the auxiliary operation of the 
business. It includes joysticks, transformers, AV cables 
as well as those magazines discussing the home video games 
and teaching people how to play these games. This kind of 
product may have the highest profit margin when comparing 
with those of the hardware and the software of the home 
video game product. For instance, a joystick of wholesale 
price about $100 can be marked up to $250. However, as it 
is not the mainstream business of the retail outlets, the 
profit from the sale of this kind of product cannot support 
the survival of the outlets. 
In light of the above analysis of the local market, it 
is found that the profitability of the retailing business 
of the home video game product is facing a great challenge 
due to the cut-throat competition at the retailing level. 
However, at the wholesaling level, both the official and 
unofficial wholesalers can still support their business in 
15 
the high mark-up of the wholesale price. Since the 
survival of wholesalers depends on the survival of 
retailers, perhaps the wholesalers should not mark up so 
high and pass some of their margin on to the retailers. 
Then both parities can survive at the same time. 
Major competitor -- Secra 
Compared with Nintendo, Sega is a much younger 
enterprise. It was founded in Japan by two Americans in 
1951 to supply arcade games and jukeboxes to US military 
bases. Having once changed its ownership to an American 
company in the acquirement by Gulf & Western Industries, it 
was finally bought for 8 billion Yen by a partnership of 
its own management and CSK, a leading Japanese software 
house. 
The competition from Sega is really keen. The figures 
showed that Sega had a 57% of 七he total share of 16—bit 
game player market of the US after the Christinas gain of 
1993, comparing with 43% for Nintendo. Furthermore, in 
both November and December, Sega earned a 63% share of the 
16-bit game player market, in contrast Nintendo had only 
37%.9 These recent figures show that Sega can has the 
power to challenge Nintendo. Sega is a competitor which is 
gaining fast. Its share of the global market can increase 
from nearly 0 to roughly 40% in a few years. In addition, 
the corporate excellence ranking in Nihon Keizai Shiinbun 
9"sega Wins Big in U.S. Christinas Sales," Asian Wall 
Street Journal, 14 February, 1994. 
鲁 » 
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also went up to no. 5 in 1993 from no. 19 in the year 
before. Consequently, in view of the strength and 
competitive power of Sega, Nintendo cannot neglect its 
threat, though Nintendo is still a strong company. The 
expected pretax profit is US$ 1.1 billion for the fiscal 
year ending on March 31. 
The success of Sega can attribute to the following 
competitive characteristics: 
Strong hardware orientation 
Before the introduction of Super Famicom, Mega Drive 
of Sega (or known as Genesis in US) is a much stronger 
hardware when comparing with NES of Nintendo. Its 16-bit 
chip can produce a much better graphic and sound quality 
when comparing with the 8-bit machine. Taking the 16-bit 
machine as a comparison base, Sega is 18 months ahead 
Nintendo; Sega introduced the 16-bit machine Mega Drive in 
1988 while Nintendo do this by introducing Super Famicom in 
1990. Meanwhile, in the future star market of 64-bit 
machine, Nintendo also loses. In August of 1993, Nintendo 
signed an agreement with Silicon Graphies of US to develop 
a 64-bit machine named "Project Reality" in two years time. 
However, just several weeks after signing the agreement, 
Sega announced that it will introduce the same capacity of 
64-bit machine within one year. This means that Sega will 
be at least one year ahead Nintendo in the 64-bit market. 
lOHulme, David, "Small Screen Shoot—Out," Asian 
Business 30(3) (March 1994):20. 
• • 
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In the gap of lacking such machine, Nintendo may repeat the 
same experience as in the 16-bit market. Moreover, the 
leading in hardware development can make Sega at a better 
position in the learning curve such that it can have a 
leading edge in both better hardware as well as software 
development in the 16—bit market. 
Strength in software development 
Since Sega is the biggest supplier of video games for 
arcades in Japan, its design in graphics and action are far 
more sophiscated than in home video games. Besides, Sega's 
parent company, CSK, is the largest software house in 
Japan. Its programming acumen can also give Sega a 
competitive edge. 
Better licensing and production conditions 
In the past, due to the dominance of Nintendo, 
software companies had no choice but only serve Nintendo if 
they really want to make money in the home video game 
market. Many software companies felt most unsatisfied with 
the forced production consignment system of Nintendo. 
/ 
However, with the choice of Sega, it provides more 
favourable licensing and production conditions to the 
software companies. As a result, increasing companies 
agree to provide software to both Nintendo and Sega 
simultaneously. These companies include Capcom, Koei, 
Konami and Namco. 
18 
Concern from parents and the public 
There is an increasing concern for the influence of 
the video games from the public. Even though a research 
from MIT indicated that playing video games is favourable 
in enhancing children's imaginative, problem-solving, 
memory and intuitive skills", there are strong indications 
in Japan that many parents pry their children away from 
playing video g a m e s . 二 in Hong Kong, there is also a 
growing concern on the influence of video games. A study 
conducted by the City Polytechnic showed that if the youth 
addicted in playing video games, it would affect their 
interpersonal relationship. Additionally, the types of 
games they liked most are violent or pornographic in nature 
such that frequent playing would affect their development. 
Other side-effects might include eye fatigue and shoulder 
& back pain.】3 Besides, a research in UK showed that 
playing video games might also cause heart attacks and 
soaring cholesterol levels. Another research done by the 
Consumer Council showed that playing video games might 
result in strained wrists, elbows, dizziness, emotional 
disturbance, tiredness and eye strain. ^^ All these 
""Dream Machines, ” Far Eastern Economic Review 155(51-
52) (24-31 December, 1992): 66-68. . 
Fade to Black： Is Nintendo's Mega-Success About to 
Peak,“ Tokyo Business Today 61(5) (May, 1993):38. 
^^Ta-Kuncr Pao, 31 March 1993; Sincr Tso Jih Pao, 31 
March 1993; Ming Pa〇,31 March 1993. 
i^Honq KoncT Standard, 20 February 1993. 
^^South China Mornincr Post, 16 April 1992. 
• • 
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findings had an unfavourable effects on the sale of the 
home video game product because parents will think that the 
product is not beneficial to the development of the 
children. They may affect the choice of their children in 
buying the product. 
Macroenvironments 
Demographic environment 
In the statistics of Hong Kong, the concept of 
"household" is used instead of "family" because household 
is a much more useful concept for the planning process of 
the g o v e r n m e n t • 16 in fact, household is equal to family in 
most cases. Consequently, household is adopted in this 
analysis as an substitute analytical unit for family. 
In 1981, households with 6 persons or more was 23% of 
the total households. However, the same proportion of the 
households had dropped to 16% and 11% in 1986 and 1991 
respectively. On the other hand, the proportion of 
households with 2 to 4 persons increased from 48% in 1981 
to 60% in 1991. This change of proportion of households 
made the average household size decline from 3.9 persons in 
1981 to 3.4 persons in 1991. The change can be explained 
from the decreasing fertility rate and increasing young 
couples living apart from their parents. The figure 
reflects that the no. of children in a family is 
i6see Census For detailed explanation. Census & 
Statistics Department, the Hong Kong 1991 Population Census 
(Hong Kong: Census & Statistics Department, 1991), p. 49. 
• • 
20 
decreasing. Furthermore, the care from parents or 
grandparents is diminishing because children are living 
apart from their grandparents as well as the dual earning 
family pattern. As a result, parents will intend to spend 
more money to compensate for the decreasing care from the 
adults such that expenditures on children's recreation will 
increase. This result will be more enlarged by the 
decreasing no. of children because the burden on rearing 
children will decrease so that the average amount of money 
spent on each child will increase.口 
Economic environment 
In 1981, the number of households with a monthly 
income under $4,000 was 67% and this figure had dropped to 
12% in 1991. After the inflation adjustment of 116% within 
the same period, only 44% of the households had an income 
under $8,648 which is equivalent to $4,000 in 1981. This 
suggests that there is a significant increase in real 
average income of household. In addition to the decrease 
in household size, that means the allocation of real income 
to each member will increase substantially. 
Viewing from the median income perspective, the median 
household income had increased from $2,955 in 1981 to 
$9,964 in 1991 • This accounted for a 237% of median 
income； it is well above the 116% inflation rate of the 
"Hona Kong 1991 Population Census: Main Report (Hong 
Kong: Census and Statistics Department, 1993), pp. 49-50. 
• • 
21 
same period. ^^ Consequently, the income of Hong Kong 
people has increased considerably allowing them more money 
to enjoy. This has two implications. The first one is the 
quality product implication which means that Hong Kong 
people will demand much on the quality of the product with 
the affluence of the society. The second one is the 
increase in consumption power of the Hong Kong People. 
This means that Hong Kong people will have greater ability 
to buy and the market potential of the Hong Kong market 
will be greater. 
Technological environment 
Viewing the future development of the home video game 
product, the demand from the customers will become higher 
and higher, which means that the quality standard of the 
games must become much higher than those in the past in 
order to continue to capture the home video game market. 
To achieve this, three directions can be seen to occur. 
They are the development of a higher speed processor, CD-
ROM or LD-ROM technology and the multimedia interactive 
development. 
Development of 64-bit machine 
The future development of a high quality game will 
place a much higher demand on the graphic quality of the 
games. The players will require the motions of the 
i8Hona Kong 1991 Population Census: Main Report (Hong 
Kong: Census and Statistics Department, 1993) , pp. 51-52. 
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characters in the games be more smooth and their actions be 
more human like. With the development of 3D (three 
dimensional) games, the graphic quality will boosted 
considerably. All these will demand a central processor 
with a higher speed and the current 16-bit processor will 
surely be insufficient. For the home video game product, 
the target for development will be a 64-bit processor, 
which is equal to the current processor speed of the arcade 
machine. 
In the 64—bit processor development, the two leading 
companies in the home video game product, Nintendo and 
Sega, has both started their ventures in doing so. 
However, the pace of Sega is much faster than Nintendo. 
For Nintendo, it has signed a cooperative agreement with 
the Silicon Grpahies in August of 1993 to develop a game 
console with a 64-Bit processor within two years, time 
while Sega will cooperate with Microsoft in developing its 
next generation product, Saturn, and introduce it around 
the end of 1994. That means Sega will be a year advanced 
than Nintendo in developing the 64—Bit machine market. 
CD-ROM & LD-ROM 
Another requirement for the development in high 
quality game is an extremely large memory required by the 
demand from high graphic quality. This makes the 
traditional game cartridge unable fulfil this requirement. 
A new media which can store a great amount of memory must 
be needed. Thanks to the development of the laser 
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23 
technology, CD-ROM and LD-ROM are perfect media for such 
purpose. 
Comparing CD-ROM with LD-ROM, CD-ROM is a much more 
mature technology in the application of the home video game 
product while LD-ROM is just in the infant stage which 
needs more time to nurture its development. Consequently, 
CD-ROM is the mainstream technology applied in home video 
games. Apart from the characteristics of high memory, it 
also has another advantage that it is difficult to copy. 
From a manufacturer's point of view, this can guarantee its 
return of the intellectual property investment. However, 
from a user's point of view, they may think that it is 
disastrous because their Doctor machine can no longer copy 
this type of high quality games in CD-ROM. As a result, 
although the CD-ROM has been introduced for a relatively 
longer period of time, it cannot be popular amongst the 
Hong Kong players because the price difference between a 
diskette and a CD-ROM, i.e. a few dollar against a few 
hundred dollars, is so great that they would rather 
sacrifice the chance in playing this kind of games. 
Concerning with the competition between Nintendo and 
Sega in this aspect, Sega also has a leading edge 
traditionally in the hardware development. Mega CD has 
introduced for a long period of time. Comparatively, 




Multimedia interactive development 
In the perspective of the home video game product, the 
development of multimedia market is to make use of other 
audio visual or communication media to create a 
comprehensive network which can increase the values of the 
home video game product amongst the users. In this aspect 
of development, Nintendo has held a different point of view 
with Sega. It has a much passive role. Just as Hiroshi 
Yamauchi said, "Nintendo will concentrate on just one point 
- i m p r o v i n g 七he quality of games in the current market. 
As a result, Nintendo does not do much things in this 
aspect. 
In contrast, Sega has its own interactive cable TV in 
the US, which can download Sega games from the cable TV 
network. Another deal for the interactive age is 七 he 
development of a device by AT&T called the Edge which can 
link two Sega machines via phone lines such that two 
players in different places can play games at the same 
time. The device also includes voice transmission so as to 
facilitate the joy sharing between the two ends. Besides, 
the cable TV system is not only a transmission system, but 
also a marketing mechanism. The software library can 
provide one or two levels of the most innovative and new 
games for test playing such that the cable TV subscribers 
can play the most up-to-date games through their channels. 
However, full version will not be introduced until the 
i9"Nintendo, Sega 一 B e t Differently on Multimedia," 
Asian Wall Street Journal 14七h February 1994. 
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retail market for this kind of game is saturated. That 
means that the test playing can create a buying incentive 
for the product at retail level if the subscribers want to 
play a full version of the game. From the actions of Sega, 
it is more proactive than Nintendo. However, the 
inactivity of Nintendo may not be a bad thing because 
multimedia is still a very new market. The low investment 
of Nintendo can let it have a much faster move if the trend 
spotted by Sega is wrong. 
Legal environment 
The most serious problem faced by the home video game 
product is piracy. In the past, the problem is in the form 
of product counterfeiting. Within a week of the 
introduction of a new game cartridge, the video game will 
be copied illegally. Then the ROM containing this software 
will be produced in Taiwan and smuggled to Hong Kong and 
Singapore for assembly. Recently, Mainland China has also 
become a base for assembly because more serious actions are 
taken by the Hong Kong Government to tackle the problem and 
the production cost is much lower in China. The production 
in China can both escape from the actions of the Customs as 
well as lower the cost of production so as to increase the 
profit of product counterfeiting. Hong Kong now mainly 
acts as a transit centre which coordinates the export of 
the products. Moreover, some of the products will also be 
available for sale in local market. This actually 
challenges to the business of the home video home game 
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product in Hong Kong. Without proper protection of 
intellectual property, the profit of the companies 
producing the home video game product cannot be guaranteed 
in the local market. Consequently, the manufacturing 
companies will be more reluctant to develop a comprehensive 
market strategy for the Hong Kong market. 
Recently, the form of piracy is in another form. With 
the evolveinent of Doctor, the home video games can be 
easily copied by the Doctor. With the great price 
difference, the users cannot resist the temptation easily. 
This form of copying also affects the profit of the home 
video game product manufacturing company, especially when 
the software is a main source of profit generation. 
Legally speaking, although there are laws in Hong Kong 
which try to protect intellectual property, some people 
will still take the risk to challenge the laws. According 
to the Patent Ordinance, the punishment of product 
counterfeiting is an imprisonment of five years and a fine 
of $500,000 if found guilty. Besides, with regards to the 
Copyright Ordinance, the punishment of software copying is 
an imprisonment of one year and a fine of $1,000 per one 
copied product. Although the punishment still has a 
threatening effect, the high profit from product 
counterfeiting still attracts people to do so. In fact, the 
cost for producing a counterfeited cartridge is about $100. 
But the price is about $300 to $500, which can create an 
enormous profit. For the software copying, even though the 
profit margin goes down to very low due to a cut throat 
• • 
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competition between small retail outlets, the owners of the 
outlets are still willing to do so because this is one of 
the main sources of revenue generation for their outlets. 
If they resist doing so, the operating cost of the outlets 
may not be covered, and survival thus is threatened. 
In view of the attitude of the official agent, it is 
rather indifferent to take action. On the one hand, being 
an official agent, it is obliged to take actions to protect 
the company it is representing in Hong Kong. On the other 
hand, it knows that iTaich、of the profit comes from the sales 
of the game console. If there is a suppression on the 
circulation of copied game software due to a protective 
action on intellectual property, the sales of the game 
console may drop dramatically. Then its profit will be 
greatly affected. As a result, they only take actions to 
a level such that the discontent of the represented company 
can be ventilated. Another difficulty in tackling this 
problem is about the execution of laws by the Customs. 
Since the cost in tackling the product counterfeiting and 
software copying is very great at the retail level. Owing 
to the limitation of resources, it may not be cost 
effective or practical to prosecute all crimes for 
infringing on intellectual property at the retailing level. 
Consequently, the attitude of the Customs is mainly rather 
passive. It will only take a reactive action when it 
receives complaints from the official agent. All these 
difficulties contribute to the ineffective tackling of the 




No matter what a product is, the success of the 
product depends primarily on customer acceptance. In order 
to be accepted, the views and values of the customers must 
be considered. In this study, a customer research was 
conducted to gather customer opinions. 
The exploration of customers' views focused on the 
decision making process of the customers. In Chapter 工工， 
a detailed analysis of the current market has given us a 
picture of existing marketing opportunities. In this 
chapter, the analysis focuses on the decision making 
process of the customers. In the decision making process, 
the evaluative criteria of the customers can be 
investigated such that a matching and comparison between 
the factors for success in the industry and local marketing 
strategy can be made. Thus, further developments and 
adjustments can be recommended to formulate a comprehensive 
marketing strategy. 
In the EKB Model (Engel, et al., 1993), the consumer's 
decision making process consists of four stages, i.e.. Need 
Recognition, Search, Alternative Evaluation, and Purchase 
& Its Outcomes. In my research, I focused on the 
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Alternative Evaluation Stage. First' the evaluative 
criteria on the video game product were first identified. 
Then customer attitude towards different criteria was 
investigated• 
Research Method 
The research consisted of two parts. The first part 
was a qualitative part to identify the alternatives used by 
the customers in selecting the home video game product 
while the second part employed survey research which 
explored the viewpoints of customers towards different 
evaluative criteria in a more standardized way. 
Qualitative Research 
The qualitative part of the research consisted of a 
focus group and an interview with a shopowner of a retail 
outlet. The content of the qualitative part was organized 
such that a questionnaire might be formulated. Then this 




The details of the focus group were as follows: 
Obj ectives 
i. To explore consumers' general points of views on the 
current home video game product; 
ii. To explore consumers' evaluative criteria on selecting 
hardware (the game console); 
iii. To explore consumers' evaluative criteria on selecting 
software (the game)； and 
iv. To familiarize with the terminology usually used in 
describing the home video game product. 
Participants 
Since the survey research which followed after the 
focus group interview emphasized mainly on the heavy users 
of the product, the members of the focus group also focus 
on this group of people. Seven people were recruited 
through personal contact. 
Duration 
11:00p.m. to 12:30p.in. (One and a half hours) 
Venue 





Incentive for participation in the group 
Refreshment is provided for incentives. 
Discussion guide 
There were two principles in designing the guide. The 
first one was from more general to specific while the 
second one was the ordering of the questions should be 
arranged by relative importance of the questions concerned. 
A full version of the discussion guide is given in Appendix 
工 工 . 
After implementing the focus group, the following 
results were found: 
i. The functions of the game console could affect the 
selection in game console. These functions included 
the processor speed, number of colours generated by 
the game console. 
ii. The price could affect the selection in game console. 
iii. Number of software available for the game console 
could affect the selection in game console. 
iv. The graphic quality of the game could affect the 
selection in games. 
V . The difficulty of game could affect the selection in 
games• 
vi. The preference of games depended much on the 
personality of players. 
vii. The availability of games in arcade machine could 
affect the selection in games. 
秦 • 
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viii.Age could affect the preference of games. 
ix. The popularity among peers could affect the selection 
in games. 
X. The design of games could affect the selection in 
games. 
xi. CD-ROM expandability did not affect the selection in 
game console. 
Interview with the shopowner of a retail outlet 
The objective of the interview was to know more about 
the home video game product from a seller point of view. 
Through the interview, not only more directions could be 
given for the formulation of the questionnaire, more 
knowledge could also be acquired about the local market. 
As mentioned in the Marketing Intermediaries Section of 
Chapter 工 工 ， i n Hong Kong, the seller system was mainly a 
two-tier system, the wholesaling or official agent level 
and the retailing level. Since an interview could not be 
arranged with the wholesaling level, an interview with the 
retailing level was the only channel to know more from a 
seller's point of view. The interview guide with the , 
shopowner of the retail outlet is attached in Appendix III. 
After the interview, the local market situation and 
the evaluative criteria were known more clearly. The 
findings in the local market situation were discussed in 
the Marketing intermediaries Section of Chapter 工工 while 
those on evaluative criteria were discussed as follows: 
i. If the importances of hardware and software were 
33 
prioritized, the software was much more important than 
the hardware. 
ii. The price could influence the choice of game console. 
iii. The graphic and sound quality produced by the game 
console could influence the choice of game console. 
iv. The processor speed could influence the choice of game 
console. 
V. The number of games available for the game console 
could influence the choice of game console. 
vi. The availability of game in arcade machine could 
influence the choice in game software. 
vii. Use of comic characters as the theme of game could 
influence the choice in game software. 
viii.The design of the game could influence the choice of 
game. 
ix. The graphic quality could influence the choice of 
game. 
X. The sound quality did not influence much on the choice 
of game. 
xi. The difficulty of game was neutral in influencing the 
choice of game. 
xii. The popularity of game could influence the choice of 
game. ..... 
After the focus group and the interview, the important 
criteria raised in the discussion were summarized and 
analyzed. Then the survey research in the second part was 




The survey intended to explore the viewpoints of 
customers in a more standardized way. In the qualitative 
part, the evaluative criteria on the video game product had 
been identified in the focus group as well as the interview 
with an owner of a retail outlet. In this part of the 
research, the effort was mainly on exploring customers' 
attitude towards different criteria. 
In selecting the target group for study, the user was 
the focus for study. However, according to the level of 
usage, it can still be divided into three groups, namely, 
light, moderate and heavy users. In the survey, the heavy 
user was the focus because it is in a more strategic 
position due to the current market nature of the video game 
product, though there is more room for developing the 
market for light and moderate users. 
Since the introduction of the Nintendo Entertainment 
System (NES) in 1985, it has been ten years' time. The 
market is continuously changing. From table 3.1, although 
there is a high growth in the no. and value of video games 
used with a television receiver in receirt years, the growth 
is believed to be boosted by the continuous introduction of 
new product. Furthermore, viewing from the perspective of 
penetration rate, though the penetration rate of the video 
game console is not available in Hong Kong, it is still 
believed to be high from the observations in mushrooming of 
* _ 
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the retail outlets of the home video game product as well 
as general availability of the video game console in homes 
with kids and youth. 
TABLE 3•1 
NUMBER & VALUE OF VIDEO GAME WITH A TELEVISION RECEIVER 
88 89 90 91 92 93 
Jan-Aug 
Quantity 1,000,370 1,165.971 2,623,371 4,198,217 8.000.433 4,802.643 
Value 267,596,238 315,986.470 634,031.040 994.089.381 1.708.863.000 L 175.508.000 
Grow Quanii NA 16.55-^ 124.99% 60.03% yO.579? NA 
-th -ly 
Value NA 18.08% 100.65%. 56.79% 71.90% ^ 
SOURCE: Census & Statistics Department, Hong Kong, 
Hong Kong Trade Statistics: Import Hong Kong: Hong Kong 
Government. 
The above analysis suggests that if producers and 
distributors of the home video game product want to expand 
the market, new generations of product must be introduced 
periodically. It is exactly the trend of the development 
of the home video game product in the past ten years-
Initially, Nintendo introduced the NES and hit the market 
with the 8-bit video game. Then Sega introduced the Mega 
Drive while NEC did the same with the PC Engine 
simultaneously. This act introduced a new dimension of the 
16-bit market. About one and a half years later, Nintendo 
introduced the Super Famicom and regained its market leader 
position in the 16-bit market. In the nearest future, 
continuous innovation is expected to see with the same 
pattern in 32-bit, 64-bit and CD-ROM markets. 
The selection of heavy users as the target to study 
can be explained by the two-step mode, (cited in Engel et 
• -
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al., consumer Behaviour, p. 739. Fort Worth: The Dryden 
Press, 1993 .) Though it is not a perfect model in 
explaining the new product diffusion, it does provide a 
stimulating viewpoint in understanding the diffusion 
process such that the importance of the heavy users can be 
confirmed. The two-step model states that ideas will first 
flow from media to opinion leaders or influentials and then 
from the opinion leaders to the general public. The most 
important viewpoint provided by this model is the 
、 importance of the opinion leaders. This model confirms 
that the opinion leaders should be the focus for influence. 
Furthermore, from the point of view of Word of Mouth, the 
opinion leaders also have a great influence because the 
general public may easily refer to them for opinions. As 
a result, strategically speaking, the opinion leader should 
the focus for exploration. In locating the opinion 
leaders, some characteristics can be found. They usually 
have a high involvement of the product due to their own 
interests or se If-enhancement. This kind of high 
involvement can be easily found in the heavy user. 
Although this does not mean that all heavy users are 
opinion leaders, the opinions of the heavy users can still 
somehow reflect 七 he views of the opinion leaders. 
Consequently, in order to strategically gather the opinions 
of the most influential group of people in the diffusion 
process of the home video game product, the heavy user 
group is identified for the survey study. 
In terms of the perspective of customer behaviour, the 
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most strategic group of people to study is the group which 
can both act as a user, decision maker and buyer because 
they can select the type of product they want and make the 
choice to consume as well as carry out actual consumption. 
This dimension will be further discussed in the sampling 
design section. 
Goal 
To prioritize the evaluative criteria in selecting the 
home video game product for heavy users 
Research Design 
The design of the survey was a self-administered 
questionnaire research. The snowball sampling design was 
used and the data collected are finally analyzed by the 
SPSS. 
Sampling design 
The population of the survey were the heavy video game 
product users in Hong Kong who could act as user, decision 
maker and buyer. However, this definition of the 
population had implied three difficulties. The first one 
was how to define a home video game product user as a heavy 
user; the second one was to identify 七he users who can act 
as user, decision maker and buyer simultaneously; and the 
third one was how to identify all the heavy users in Hong 
Kong. 
To settle the first two difficulties, the definition 
of the kind of heavy users wanted had to be provided such 
• ‘ 
38 
that the sampling frame could be identified. In this 
survey, the sampling frame was defined as the users above 
14 who had used the home video game product for more than 
1 year and currently at least spent 7 hours to play video 
game per week. This definition of the sampling frame made 
sampling no七 an easy task. In addition to 七he cost and 
time used, the snowball sampling design was used. 
The researcher first tried to identify a group of 
heavy users who satisfied the above criteria and asked them 
to fill in the questionnaires for 七he researcher. Then 
this group of heavy users was asked to identify other heavy 
users satisfying the criteria and then questionnaires were 
delivered to them for filling in. Afterwards the cycle was 
continued until no more heavy users could be identified or 
the expected quota of the questionnaires had been 
fulfilled. Initially, it was hoped that around 70 to 100 
heavy users could be identified. 
Questionnaire design 
"Attitudes are mental states used by individuals to 
structure the way they perceive their environment and guide 
the way they respond it."2。 Basically speaking, the survey 
was tirying to find out the attitude of the heavy user 
towards different evaluative criteria such that they knew 
how to respond when selecting the home video game product. 
In doing so, it was hard to define the preference of 
20james F. Engel, Roger D. Blackwell, and Paul W . 




certain criteria in absolute terms. In view of this 
characteristic, an ordinal scale was more suitable in this 
situation. Moreover, since the attitude towards evaluating 
the home video game product was m u l t i - d i m e n s i o n a l , a 
summated scale was more suitable to explore more clearly 
about the attitude. As a result, a Likert scale was 
adopted for the survey research. 
In constructing questions, structured ones were used 
in such a way that questions were presented in the same 
wording and order to all the subjects. F i x e d — a l t e r n a t i v e 
questions providing fixed and limited alternatives were 
used because it was simpler to administer. Additionally, 
it was more easy to tabulate and analyze the data 
collected. 
Concerning the order of questions, different 
principles were applied. The first principle was to order 
questions from general to more specific and in a smooth 
logical order so that questions of similar nature were 
grouped together and questions about the importance of 
certain characteristics were asked before the views of the 
details of the characteristics. Moreover, the 
questionnaire was started with some nonthreatening concrete 
questions about characteristics of game console, then to 
some more abstract questions on games, and finally to 
personal particulars. 
Two parts of questions were asked. The first part was 
about the evaluative criteria of the home video game 
product while the second part was on personal particulars. 
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Questionnaires of Chinese and English versions are attached 
in Appendix 工V. 
Survey result 
Respondent profile 
A total of 81 questionnaires were collected. 80 of 
them were valid ones. The respondent profile was 
summarized by the following table (Table 3.2). 
TABLE 3.2 
RESPONDENT PROFILE 
Male Female 一 
Sex 59 (73,8%) 21 (26.3%) 
14一 19 20-25 Above 25 
Age 59 (73.8%) 14 (17.5%) 7 (8.8%) . 
Job Study Working Both 
59 (74.7%) 15 (19%) 5 (6.3%) 
Monthly Below $6,000- $10,000- Above 
L c o m e $6,000 $10,000 $15,000 $ 1 5 , 0 0 0 _ _ 
45 (75%) 8 (13.3%) 5 (8.3%) 2 (3.3%) 
From the profile, it was found that the respondents were 
mainly male students whose ages were around 14 to 19, and 
had a monthly income below 6,000. In view of the 
characteristics of the respondent profile, the manufacturer 
of 七 he home video game product should be more price 
conscious because the user might be more price sensitive if 
most of them had not got a steady source of income. 
Moreover, being a student, parents might have great 
influences on their choices in buying the product. In 
order to appeal to them, the theme and the image of the 
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video game should consider more from the parents' 
perspective such that they would not deter their children 
from buying the product. 
Opinions on game console 
The questions 2 to 14 mainly concerned with the 
evaluative criteria of game console. In the survey, the 
respondents were asked about three criteria, i.e. price, 
processor speed and number of games available for use in 
game console, 
i. Price 
The response on price could be summarized by the 
following table (Table 3.3): 
TABLE 3.3 
RESPONSES ON PRICE 
Price is an important factor in Frequency Percent 
affecting my choice in buying a 
game console — 
Strongly Agree 15 
Agree 50 62.5 
Disagree 15 18.8 
Strongly Disagree ^ • 8 
Total 
The majority of respondents agreed that price was an 
important factor in influencing the choice in 
selecting a game console. If the responses strongly 
agreed and agreed are grouped together into a category 
named agree category, the percentage of the agree 
category amounted to 77.5%. This showed that price 
• • 
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was an important factor in influencing customers, 
choices in game console. 
Regarding the influence from the difference in 
price level, it could be analyzed in the following 
way. Firstly, the percentages from agree and strongly 
agree could be grouped together to form the agree 
category. Then the sum of percentages from different 
price levels could be tabled for further analysis. 
The percentages were shown in the following table 
(Table 3.4): 
TABLE 3.4 
RESPONSES ON DIFFERENT PRICE LEVELS 
Question Response Percent Total 
Percent 
工 am willing to buy a Strongly 20 77.5 
game console with a Agree 
price below $1, 000 Agree 57.5 
工 ain willing to buy a Strongly 11.3 62.5 
game console with a Agree 
price between $1,000 to 51.3 
$2,000 ^ 
工 am willing to buy a Strongly 6.3 34.2 
game console with a Agree 
羣芸i冗。between $2,000 to ^ g r e e 2 7 . 8 
工 am willing to buy a Strongly 7.5 17.5 
game console with a Agree 
price over $3,000 | Agree 10 
From the table, it could be shown that the percentage 
in the agree category had an inverse relationship with 
the price level. That meant when the price went up, 
the number of respondents agreed to buy the game 
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console decreases. Moreover, the drop in percentage 
was more dramatic when the price exceeded two 
thousands, every increase in the price level in 
$1,000, the percentage dropped in the agree category 
was nearly 50%. As a result, in setting the price 
level, the price below $2,000 seemed to be a more 
reasonable price level. 
ii. Processor speed 
The response in processor speed as an important 
factor in selecting a game console could be summarized 
by the following table (Table 3.5): 
TABLE 3.5 
RESPONSES ON PROCESSOR SPEED 
Processor speed is an Frequency Percent 
important factor in . 
affecting my choice in 
buying a game console 
Strongly Agree 16 20 
Agree 42 52.5 
Disagree 21 26,3 
Strongly Disagree 
Total 80 100 
A total 72.5% in the agree category agreed that 
processor speed was an important factor in influencing 
-- their choices in game console. This showed that 
majority of the respondents agreed that processor 
speed was an important factor to consider. In 
addition, the same analytical method as that in price 
was applied in the aspect of processor speed. The 




RESPONSES ON DIFFERENT PROCESSOR SPEEDS 
Question Response Percent Total 
Percent 
工 am willing to buy a Strongly 15.2 67.1 
game console with a 16- Agree 
bit processor Agree 51.9 
工 am willing to buy a Strongly 21.5 70.9 
game console with a 32- Agree 
bit processor Agree 48,8 
I am willing to buy a Strongly 25.3 58.2 
game console with a 64- Agree 
bit processor Agree |32.9 
The result of the analysis was interesting. Even 
七hough majority of the respondents thought that 
processor speed was an important factor in influencing 
the choice in selecting a game console, a clear trend 
on the percentages of the agree category could not be 
found. This showed that an inconsistent result was 
found. This might be because people might not 
actually think that the processor speed was as 
important as they answered such that 七hey might not 
have a serious consideration when they were asked 
about actual consumption took place. 
- 一-.. - -. - -
iii. Number of games available for game console 
The responses about the no. of games available 
for game console as an important factor for selecting 




RESPONSES ON NO. OF GAMES AVAILABLE 
Number of games available for the Frequency Percent 
game console is an important . 
factor in affecting my choice in 
buying a game console 
Strongly Agree 28 35 
Agree 41 51.3 
D i s a g r e e 8 10 
Strongly Disagree L 
Total 80 102 
The percentage of the agree category was 86.3%, which 
was the highest figure amongst the three criteria in 
selecting a game console. This showed that most 
people perceived no. of games available for game 
console was an important consideration for selecting 
a game console of a particular brand name. The same 
kind of analysis as those in price and processor speed 
was done for no. of games available too. The 
following table (Table 3.8) summarized the result: 
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TABLE 3.12 
RESPONSES ON DIFFERENT NUMBER OF GAMES AVAILABLE 
Response Percent Total 
Percent 
工 am willing to buy a game Strongly 7.5 51.3 
console with below 150 Agree 
games available Agree 43.8 
工 aia willing to buy a game Strongly 26.3 71.3 
console with between 150 Agree 
to 500 games available 45 
工 am willing to buy a game Strongly 55 78.8 
console with over 500 Agree 
games available Agree | 23.8 
The result of the analysis showed that there was a 
positive relationship between the no. of games 
available for game console and the percentage of the 
agree category. This meant that as more and more 
games available for a game console, more people would 
agree that no. of games available for game console was 
an important factor in choosing a game console. 
Opinions on game software 
The questions 2 to 8 of the Section B mainly concerned 
with the opinions of customers on evaluating game software. 
i. Graphic Quality 
The responses of the respondents on evaluating 
game software in terms of graphic quality were 
summarized as follows (Table 3.9): 
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TABLE 3.12 
RESPONSES ON GRAPHIC QUALITY 
Graphic quality is an important Frequency Percent 
factor in selecting a game 
Strongly Agree 3 3 41.3 
Agree 41 51.3 
Disagree 6 7.5 
Strongly Disagree 。 0 
Total ^ lOQ 
Over 90% of the respondents thought that graphic 
quality was an important factor in selecting a game 
software. This implied that graphic quality was an 
important factor in considering the success of 
introduction of a new game, 
ii. Sound Quality 
The responses of the respondents on sound quality 
were summarized in the following table (Table 3.10): 
TABLE 3.10 
RESPONSES ON SOUND QUALITY 
Sound quality is an important Frequency Percent 
factor in selecting a game 
Strongly Agree 18 22.5 
Agree 53 66.3 
Disagree - 9 11.3 
Strongly Disagree Q 
Total 80 100 
About 90% of the respondents thought that sound 
quality was an important factor in selecting a game 
software. This showed that sound quality was also one 
48 
consideration in having a successful introduction of 
a new video game. However, comparing with over 40% 
having strongly agree answer in the graphic quality 
question, the 22.5% was a little bit lower. This 
might imply that even though sound quality was an 
important consideration, this might be less important 
when comparing with graphic quality. 
iii. Design of Game 
The responses of the respondents in the design of 
games were summarized as follows (Table 3.11): 
TABLE 3.11 
RESPONSES ON DESIGN OF GAME 
The design of game is an important Frequency Percent 
factor in selecting a game 
Strongly Agree 41 51.3 
Agree 34 42.5 
Disagree 5 6.3 
Strongly Disagree • 2 
Total 80 
Over 90% of the respondents thought that the design of 
game was an important factor for selecting a game, 
amongst which over half of the respondents strongly 
agreed that it was an important factor. This showed 
that the design was a very important factor in the 
success of games. 
iv. Difficulty 
The respondents' responses on the difficulty of 
game in affecting the selection of games were as 
follows (Table 3.12): 
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TABLE 3.12 
RESPONSES ON DIFFICULTY 
Game difficulty is an important Frequency Percent 
factor in selecting a game 
Strongly Agree 2 3.8 
Agree 4 6 57.5 
Disagree 12 
Strongly Disagree 5 ^ • ^  
Total ^ 
Over 80% of the respondents were in the agree 
了 一 category. This showed that the difficulty of games 
was also an important factor for consideration. 
V. Availability of Games in Arcade Machines 
The responses were summarized as follows (Table 
3.13): 
TABLE 3.13 
RESPONSES ON AVAILABILITY OF GAMES IN ARCADE MACHINES 
Availability in game arcade Frequency Percent 
machine is an important factor in 
selecting a game 
Strongly Agree 15 18-8 
Agree 35 ^3.8 
Disagree 26 32.5 
Strongly Disagree ^ ^ 
-- Total 80 100 — 
Comparing with the figures of over 80% or 90% in other 
dimensions, the percentage of only about 60% in the 
agree category was a little bit lower. Therefore, 
comparatively speaking, the availability of games in 
arcade machines was a relatively less important factor. 
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vi. Popularity amongst Peers 
The result was summarized in the following table 
(Table 3.14): 
TABLE 3.14 
RESPONSES ON POPULARITY AMONGST PEERS 
Popularity amongst peers is an Frequency Percent 
important factor in selecting a 
game 
Strongly Agree 15 18.8 
Agree 35 43.8 
Disagree 27 33.8 
Strongly Disagree ^ 3 . 8 
Total 80 
The percentage of respondents in the agree category 
was only about 60%. Consequently, it was a less 
important factor when comparing with other factors, 
vii. Summary on Game Software Evaluation 
The result of_different criteria in evaluating 
game software could be summarized by the following 
table (Table 3.15): 




SUMMARY ON DIFFERENT EVALUATIVE CRITERIA ON GAME SOFTWARE 
Evaluative Strongly Agree (%) Total (%) 
Criteria Agree (%) -
Graphic quality 41.3 51.3 92.5 
Sound quality 22.5 66.3 88.8 
Design of games 51.3 42.5 93.8 
Difficulty of 23.8 57.5 81.3 
games 
Availability of 18.8 43.8 62.5 
games in arcade 
machine 
popularity of 18.8 43.8 62.5 
games amongst 
peers 
From the above summarization, a simple comparison in 
different evaluative criteria could be done. Firstly, 
the criterion with the highest percentage in strongly 
agree would be ranked with the highest priority 
amongst the different evaluative criteria. Then the 
percentage of the agree category would be used for 
comparison. In the comparison, it was found that 
graphic quality and design of game were the most 
important criteria in selecting a game. Then sound 
quality and difficulty of game followed. Lastly, 
availability of game in arcade machine and popularity 
amongst peers would be some less influential criteria. 
viii. Types of Games 
The result of the respondents in the selection of 
games was summarized by the following table (Table 
3.16): 
• . —— 
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TABLE 3.12 
RESPONSES ON TYPES OF GAMES 
Rank/ Types of Games 1 ^ ^ 4 I 
No % No 
Shooting 13 18.1 21 29.2 14 19.4 12 16.7 12 16.7 
Action 3 3 _ 44 18 24 12 16 10 13.3 2 2 . 7 _ 
Sports 一 1 T T " 7 9.9 19 26.8 14 19.7 30 
Role Play Game 74 32.9 13 17.8 11 15.1 12 16.4 13 17.8 
Simulation | 8 11.4 14 20 16 22.9 21 30 | 1 1 _ _ 15.7 
Among the different kinds of games, action and role . 
play game were most favourable games to the 
respondents while sports games was the least 
favourable one. This information had great 
implications on launching new games such that the 
tastes of customers could be fulfilled. 
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CHAPTER IV 
MARKETING STRATEGY & CONCLUSION 
Marketing Stratecfv 
To conclude, my focus will now be on marketing 
strategy for home video game products. The market analysis 
and customer research has given stimulating insights in 
formulating a marketing strategy. To systematically 
present these points, they can be organized according to 
the 4PS perspective, namely, Product, Placing, Positioning 
and Pricing. The emphasis of individual Ps will be 
different. Some will more emphasize on the global 
perspective while some will be on the local one. 
Product 
In the global sense, the implications from product 
strategy can be drawn from the characteristics of the 
success of the most remarkable two companies, Nintendo and 
Sega. The analysis of the success of the two companies 
shows that both game console and game software are 
complementary. Even though game software is the ultimate 
consumption target for customers, game console is one 
important supportive factor for expressing the power of 
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games. Therefore, without good game console, the 
creativity of good game software will be limited; on the 
other hand, without good game software, the most powerful 
game console will be equal to nothing. The complementary 
nature means that both hardware and software are important 
for the home video game product. Therefore, not only the 
software orientation, just as that in Nintendo, should be 
continued, more sophiscated hardware should also be 
developed to support the software, which is also one of the 
strategic acts of Sega. 
To develop a good software, a large amount of R&D is 
needed. It is also one of the factors for success for 
Nintendo. Consequently, a commitment in investment in R&D 
should be made by home video game product companies. 
B e s i d e s ,七 h e independence of creation should be ensured, 
which means that the bureaucracy of the companies should 
not interfere with creation. Better intrinsic and 
extrinsic incentives should also be provided to the 
software engineers of the companies such that they are 
motivated to create better software. 
For the consignment system, a better system should be 
provided such that better profit sharing can be obtained by 
software c o m p a n i e s T h i s will motivate them to create 
better software such that the success of home video game 
product companies can be brought by the success of the 
software. Additionally, a better profit sharing system 
will also mean a partnership system of which the success of 
either party can bring the success to another party. This 
• " 
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philosophy is different from the existing practice of 
Nintendo, but the same as that of Sega. Therefore, Sega 
can have a better support from software companies and make 
it to catch up with Nintendo in a very short period of 
time. 
For the hardware development, 64—bit processor 
machine, CD-ROM, and multi-media interactive development 
should be pursued by home video game product companies. 
Since the 64—bit processor and CD-ROM are two fundamental 
hardware requirements of high quality games, such as games 
of "Virtual Reality", these two hardware development should 
be proceeded as soon as possible. Besides, a hard-to-copy 
nature of CD-ROM can prevent software piracy more easily. 
This gives a better protection of the intellectual 
properties of the companies. Moreover, as hardware defines 
the paradigm for operation of software, any company who has 
a faster development will strategically win the first step. 
Therefore, prompt action in these two aspects are crucial 
acts for the companies. Furthermore, as mentioned by the 
Technological Environment of Chap七er 工工 , m u l t i — m e d i a can be 
both a marketing means as well as a product development, it 
can serve both functions in introducing new games and 
creating additional values to customers. The development 
in this aspect will certainly enhance the competitive edge 
of home video game product companies. 
In the local sense, the findings of the customer 
research can give a hand in formulating a marketing 
strategy. For game console, the research confirmed that 
• 驚 
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processor speed may not be as important as the finding 
showed. Therefore, in view of the processor speed, the 
main consideration may be to effectively support game 
software. The sole emphasis in processor speed may have no 
meaning to a customer. To develop game software in the 
same pace with processor speed is the most important to 
express the power of a high speed game console. Another 
consideration in product dimension is no. of game available 
for game console. The finding of research confirmed game 
software is an important dimension in evaluating a game 
console. This once again confirms the complementary nature 
between hardware and software and synchronized development 
in the two aspects should be emphasized. 
In 七he software aspect, the research findings showed 
that local customers put a top priority in the evaluative 
criteria of graphic quality and design of game. In the 
development of games, more effort should be put in these 
two aspects such that produced games will hit the market 
more easily. Furthermore, although availability of game in 
arcade machine is an evaluative criterion with a lower 
priority, quite a portion of customers still thinks that it 
is an important criterion. Therefore, arcade machine can 
jDe used as a testing ground for home video games such that 
responses of customers towards games can be gathered before 
a complete launch takes place. Lastly, even though it 
hardly happens, if a game is intended to develop for local 
customers, the research finding showed that action and role 
play games will be more suitable because they are more 
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welcome by local customers. In fact, though it is 
impossible to produce for local customers, sourcing on 
these two kinds of games can also match the tastes and 
local customers. 
Positioning 
From the discussion of the concern from publics, it 
can be seen that the general impression from publics on the 
home video game product is not good. They view the product 
as a harmful product which has bad effects on 七 heir 
children. This surely will affect the sales of the 
product. In order to tackle it, home video product 
manufacturing companies should try to position its product 
as a worthwhile product which can both train cognitive and 
motor skills on one hand； and can be used as a means to 
show your concern to your children as well as enhance 
family life on the other hand. This can be achieved by 
doing more public relations work in emphasizing the 
positive sides of video games. Besides, games which have 
a better theme and are more suitable to family players can 
be produced. 
Additionally, from the demographic and economic 
environment in Chapter 工工,parents are now more willing to 
spend more money on their children due to a decrease in the 
size of household and an increase in income. Therefore, 
the home video game product should be positioned towards a 
high quality dimension to meet the increasing demand from 
customers in an affluent society. This implies that higher 
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quality games such as games in "Virtual Reality" and better 
game console with a faster processor and larger memory 
storage system should be produced. 
Distribution 
In light of the long term profit of the home video 
game product, the profit should be generated by software 
rather than hardware because the potential for hardware 
market development will be limited by a high penetration 
rate a 七 a limited sense; however, the potential for 
software market will be boosted by the high penetration 
rate in an unlimited sense. This insight is from the 
analysis of the success of Nintendo and Sega. Therefore, 
in the long run, the profit should be mainly generated by 
software. Furthermore, the domestic market of PRC is very 
attractive too. If game software can be successfully 
introduced into the China market, the profit will be 
enormous. Therefore, if the foundational operation in Hong 
Kong can be well developed, the same mechanism may be 
introduced into China such that an extremely profitable 
business can be created. However, the current situation of 
Hong Kong is exactly the opposite. 
一 At 七 he wholesale l e v e l ,七 he official agent in the 
official channel and the wholesalers in the official 
channel obtain their profit mainly from the sales of game 
console due to a high mark-up in wholesaling price as well 
as a popular phenomena in software copying. The high mark-
up wholesaling price and copying in software make the 
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business in hardware is far more profitable than software. 
It is very natural for the wholesalers and official agent 
to select a move to make profit from hardware. H o w e v e r , 
this is short sighted because the profit will be stagnant 
once the hardware market is saturated owing to a high 
penetration rate. This saturation can be reached within a 
very short period time. To maintain a long term p r o f i t , 
software is the star. Consequently, the whole distribution 
system should foster shifting back to selling licensed 
software such that the main profit from the whole home 
video game industry is derived from this selling t o o . 
To foster this situation, the official agent system 
should be encouraged. In the control aspect, it is easier 
to control copying software with a strong official agent. 
Firstly, the official agent can take a more active role in 
seriously complaining to the Customs such that it w i l l have 
pressure to do a better job in controlling copying. 
Secondly, the existence of a strong official agent can have 
a stronger control in the price levels of both hardware and 
software such that certain profit margin can be maintained 
at the retailing level by a recommended price system. This 
act will prevent a cut-throat competition and guarantee a 
— m o r e reasonable profit for retailers. With a m o r e 
reasonable profit, the motivation for committing crime in 
copying software will also be decreased. Additionally, in 
the promotion aspect, a strong official agent can provide 
a stronger promo七ion and post-sale service for licensed 
software so that customers are more willing to b u y . 
* 、 
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Therefore, the official agent system can create a win-win 
relationship for customers, retailers, wholesalers and 
manufacturers• 
Pricing 
concerning the pricing strategy, it can be used as a 
tool to support the nurturing of the official agent system. 
To achieve this, an official agent must gain control of the 
supply of the home video game product. To do this, the 
unofficial channel must be eliminated. As the existence of 
the unofficial channel is due to a price difference between 
the products from the official channel and the unofficial 
channel. If the price difference disappears, the 
unofficial channel may be extinguished too. Therefore, 
strategically speaking, the official agent should initially 
lower the mark-up in wholesaling price as well as suggest 
a reco蘭ended retail price to retailers such that the price 
difference disappears. Not only this can extinguish the 
products from the official channel, it can also create a 
better profit sharing between the wholesaling and retailing 
levels. In addition to an increase in post-sale services, 
the incentive for buying the products from the unofficial 
channel will be decreased while an increase in the 
incentive of the products from the official channel will be 
created. Then the survival of the unofficial products will 
be threatened. If it can be carried out successfully, the 
official agent can control of the unofficial channel such 
that the official agent system can be carried out. 
• * 
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However, only viewing the pricing strategy from an 
encouragement of the official agent system will be too 
simplistic because other factors such as economic and 
demographic environments will also affect the pricing 
strategy. From a perspective of increasing income and 
decreasing number of children, it means that it is a golden 
opportunity to charge a premium price. Therefore, the 
whole formulation will depend much on what is intended to 
achieve in the pricing strategy. 
Conclusion ‘ 
The current market situation for home video game 
product market in both global and local senses was 
understood. The success of Nintendo and Sega provided 
useful insights in understanding the key to success from a 
home video game product manufacturer perspective. The 
marketing intermediaries discussion provided a clearer 
understanding of the local market situation — this helped 
formulate a marketing strategy which more applicable to the 
local context. In addition, the analysis of public 
opinion, and the demographic, economic, technological 
environments has given a more thorough understanding of the 
opportunities and threats facing the home video game 
product market. Finally, customer research provided a 
customer,s perspective for developing marketing strategy. 
In Conclusion, the future of the home video game 
market is a battle with an uncertain outcome. Sega 
believes that the future for home video games will be a 
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multi-media interactive world so that it preparing to 
interface with cable TV, and include a high speed processor 
and the CD-ROM storage mechanism. In contrast, Nintendo 
believes that software is the soul of the home video game 
product, believing that if good software can be produced 
continuously, its leader position can be kept. 
In addition to a dynamic competitive environment, more 
challenges are also coining from parents concerning the down 
side of playing video games. Responding to this challenge, 
manufacturers of the home video game products must try to 
find a balance and produce games with both recreation and 
education value. 
The future for home video game manufacturers is 
certain to continue to be dynamic, competitive, and full of 
risk, but with enormous potential for reward. 
一 .. .. - - _. ‘ 
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Appendix 工工 
Official Agent in Official Channel 
& Wholesalers in Unofficial Channel 
Official agent of Nintendo 
Mani Limited, 
Rin. 1507, Tower 1, Silvercord, 3 0 Canton Rd. , Tsim Sha 
Tsui, Kowloon, Hong Kong. 
Tel: 7360077 
original agents of Sega (Already given up) & Wholesalers in 
unofficial channel 
1. Jade Company, 
Rm. 301-304, Shing Chuen Ind. Bldg., 25-27 Shing Wan 
Rd., Tai Wai, Shatin, N.T., Hong Kong. 
Tel: 6011863 
2• Success Company 
Shop 34-35, G/F., Wonder Shopping Ctr., 161-175 Fuk 
Wah St., Sham Shui Po, Kin., Hong Kong. 
Tel: 7298310 
Wholesaler in unofficial channel 
Gaines Town 




Discussion Guide of the Focus Group 
1. What are your general criteria in selecting a game 
console? 
2 . What are your general criteria in selecting a game? 
3. How do you think about the design specifications such 
as resolution, colour display, sound producing system, 
processor speed and system expandability affecting 
your selection in a game console? 
4 . How do you think about the price affecting your 
selection in a game console? 
5. How do you think about the types of games affecting 
your selection in a game? 
6. How do you think about the visual and sound effects 
affecting your selection in a game? 
7 . How do you think about the popularity of games 
affecting your selection in a game? 
8 . How do you think about the excitement brought by games 
affecting your selection in a game? 
9. HOW do you think about the level of difficulty of 
games affecting your selection in a game? 
1 0 . How do you think about the enrichment of the content 
of games affecting your selection in a game? 
11. How do you think about the cognitive requirement of 
games affecting your selection in a game? 
12. How do you think about the motor requirement of games 
affecting your selection in a game? 
13. How do you think about the clarification of the 
• -
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Interview Guide wit>^ t-hP .qhopowner of the Retail Outlet 
1. What is the current situation of the local home video 
game product market? 
2. What are the current popular game console and 
software? 
3. What are the criteria in selecting game console and 
software? 
4. Can you make a comparison in the strengths and 
weaknesses of the game consoles of different brands? 
5. can you have a brief introduction on the history of 
development of the home video game product? 
6 . What is the future development of the home video game 
product? 
7. How is the home video game product distributed 
locally? 
8. How does a retail outlet operate to make profit? 
9. What is the promotion strategy of the home video game 
product? 
10. What is the pricing strategy of the home video game 
product? 




工 am the second year student of the MBA Programmes of the 
Chinese University of Hong Kong. 工 am now conducting a 
research on the video g a m e s .工 would be pleased if you can 
use several minutes to fill up the following questionnaire 
for m e . 
A . Game Console 
1. W h a t are your criteria in selecting a game console? 
(Please mark the most important one with a *) 
Please answer the questions according to the scale 
provided: 
2. Price is an important factor in strongly s — y 
affecting my choice in buying a Agree Agree 一： Disag: 
game console. ~~— 
3. You are willing to buy a game strongly strongly 
c o n s o l e w i t h a p r i c e b e l o w Agree Disagr^  Disagr^  
$1,000. “ 
4 . Y o u a r e w i l l i n g t o b u y a g a m e strongly 
console with a price between g^rec Agree Dis 昭：Dlsagr^ 
$1,000 to $2,000. “ “ 
5. You are willing to buy a game — y strongly 
console with a price between Disag: Disag: 
$2,000 to $3,000. “ 
6. YOU are willing to buy a game strongly strongly 
c o n s o l e w i t h a p r i c e o v e r ？ree Agree Disagr^  Disagr， 
$ 3 , 0 0 0 . “ 
7 . Processor speed is an important Strongly strongly 
factor in affecting my choice in 八广八二沈 Disag了 D.sagr^  
buying a game console. 
8. YOU are willing to buy a game ―丫 strongly 
c o n s o l e w i t h a 1 6 - b i t p r o c e s s o r . Agree Agree Disagr^  Disagr^  
Ak Ak 八 
9 . Y o u a r e w i l l i n g t o b u y a g a m e — l y s — i y 
console with a 3 2 —bit processor. g^ree Agree Disag 了 Disagr^  
10. You are willing to buy a game strongly strongly 
c o n s o l e w i t h a 6 4 - b i t p r o c e s s o r . Agree Agree Disagree Disag: 
A J\ A 八 
1 1 . NO. of games available for the t^xongiy strongly 
game console is an important 八广 msag: Disag: 
factor in affecting my choice in “ “ 
buying a game console. 
- • 
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12. You are willing to buy a game — l y s二ly 
console with below 150 games 二，^^ 
available. 
13. You are willing to buy a game str。ngiy s^ongiy 
console with 150 to 500 games ^ ^ 等 D i s a g : 
available. 
13. YOU are willing to buy a game s編giy singly 
console with over 500 games ^ r 
available. 
B. Gaines . ^ 
1. What are your criteria in selecting a.game console? 
• (Please mark the most important one with a *) 
2. Graphic quality is an important str。„giy s^ongiy 
. f a c t o r in selecting a game. 八 广 Agree d ， 一 ： 
3. sound quality is an important s脑giy singly 
factor in selecting a game. --- 一 ， D ， 
4. The design of game is an singly 了giy 
important factor in selecting a ^ r 。释: 
game. 
5 Game difficulty is an important — y strongly 
^ • bSinti U 丄 J^  丄 丄 。 A g r e e Agree Disagree Disagree 
factor in selecting a game. ： a a 
6. Availability in game arcade st—y 
machine is L important factor 八： 
in selecting a game. 
7 Popularity amongst peers is an st—y s二giy 
L p o r t a n t factor in selecting a A - - ， 一 : 一 : 
game. 
8 Please rank the followings according to your 
• iirteres七 with 1 indicating most favourable and 5 
indicating least favourable 
Shooting Action Sports 
Role Play Game Simulation 
C. Personal Particulars: (Please tick as appropriate) 
• Sex: — M a l e 一 F e m a l e 
Age! 14-19 = 2 0 - 2 5 _ A b o v e 25 
Occilpation: — S t u d e n t 二 W o r k e r — B o t h 
I n 二 e : — L e s s than $6,000 — $ 6 , 000_$10 , 000 
$ 1 0 , 0 0 0 - $ 1 5 , O O P _ A b o v e $15,000 











j 一 一 一 — 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 • — 一 一 一 一 " “ 一 " 一 一 " • 一 一 — — 一 一 i 甲 家庭電視遊戲；幾 
：i.請問i會以甚麼條件來選擇家庭電視遊戲機？（請列舉及从※來表示最重要的條件） 
以 下 各 題 請 圏 出 最 適 合 的 答 案 门 t 
2
.價錢是影響我購買家庭電視遊戲機 同,意 同,意 不！^意 不昂意 
的重要因素 L J——•——‘ ‘ 
3.我願意購買價錢在一千元以下的家 非F n t 
庭電視遊戲機 同意 同意 不同意 不同意 
I I I i 
4.我願意購買價錢在一千元至二千元 非簠 _ _ J ^ 
之間的家庭電視遊戲機 同 ^ 一 一 一 一 一 一 意 
5
 •我願意購買價錢在二千元至三千元 悲重 _ _ 
之間的家庭電視遊戲機 同 ^ ― 一 一 一 f E ? 一 一 至 意 
6.我願意購買價錢在三千元以上的家 悲 f _ _ 卞门 t 
庭電視遊戲機 同 £ _ — — — _ _ — 一 f f 思 
7
 •電腦處理器速度{PROCESSOR SPEED) 门 _ 卞门 _ 
是影饗我購買家庭電視遊戲機的重 同,意 同,意 不亭意 不 思 要因素 L_ 1 1 一 _ 」 
8
.我願意購買一部le-BIT的家庭電視 悲遭 卞门立 





-BIT的家庭電視 悲S _ _ 
I 遊戲機 同意 同意 不同意 不同意 
L I I I 」 
i 10.我願意購買一部
64
-BIT的家庭電視 悲簠 _ _ . 
遊戲機 同5、 ！^、 不ra思 不，思 
機使用的遊戲數目是影響我購買豕 冋,思 同,思 不！^思 不 思 
庭電視遊戲機的重要因素 L ：1 1 」 
1 
70 
- ••• - • • 
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12.我願意購買一部有一百五十種以下 非常 
I 遊戲供應的家庭電視遊戲機 同 — — — f S ? — — 意 
13.我願意購買一部有一百五十至五百 非常 t 非 t 
種遊戲供應的家庭電視遊戲機 同 ^ ― — — — 至 f 意 
14.我願意購買一部有五百種以上遊戲 非常 非 t 
供應的家庭電視遊戲機 同 5 _ 一 一 ^ I T 一 一 — 一 意 
乙.家庭電視遊戲 
1.請問你會以甚麼條件去選擇家庭電視遊戲？（請列舉及以※來表示最重要的條件） 
以下各題請圈出一個最適合的答案 • • _ _ 
2.畫面質素是影饗我選擇家庭電視遊 非常 非 T 
戲的重要條件 同意 同意 不同意 不同意 
1 I L 1 
3.聲音質素是影饗我選擇家庭電視遊 非常 _ 
戲的重要條件 同 Y ¥ 不11，——FRA意 
4.遊戲的設計佈局是影響我選擇家庭 非 M _ _ _ _ J ^ 
電視遊戲的重要條件 同 一 一 — 一 ^ S ? 一 一 工 ? • 意 
5
.遊戲的難度是影響我選擇家庭電視 簠 ^ ^ ^ ^ ^ 
遊戲的重要條件 同 Y — 不 意 不 意 
6
.街機是否有那遊戲是影響我選擇家 悲簠 ^ ^ 
庭電視遊戲的重要條件 同 — 一 一 一 工 E ? 一 一 意 
7.在同輩中是否流行是影饗我選擇家 非簠 _ _ jm^ 
庭電視遊戲的重要條件 同 P M 不 意 不 F意 
8.請以1至5排列你對以下五種遊戲的喜好 
•射擊(SHOOTING) •動作(ACTION) •體育(SPORTS) 
•角色扮演(ROLE PLAY GAME) •摸擬(SIMULATION) 
丙.個人資料（請以「ZJ選出最適合的答案） 
1.性 別：•男 •女 
2.年 龄： 0 1 4至 1 9歲 020至25歲 025歲以上 
3.職 業：•在學 •在職 •半工讀 
4.每月入息：•少於 $6000 DSeOOO—$10000 
•$10000-15000 msisooo 以上 
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